Abstract. The pricing policy seems to be very important part of the strategy of the entire enterprise. The company's position on a competitive market depends on the ability to make optimal pricing decisions. The article discusses the determinants of transport services' prices and methods of their calculation (cost method, demand method and method based on competition). The main objective of the paper is the identification of the pricing determinants in the context of the rail transport. According to the authors, the most important determinants of rail transport services prices are mainly connected to prime cost, but also to factors classified into following groups: transportation enterprise, customer, market and competition. The introduction to the research was the examination of the largest rail operators in Poland and their pricing models.
Introduction
In the era of increasing global competition and a wide access to information, enterprises undertake different functional strategies. In order to achieve strategic objectives, along with financial or production strategy, marketing strategy, where one of the elements is the price, is extremely important. This is the only element of the mix marketing (the three others are: product, promotion and place) which does not generate costs and is easy to implement. Determining the optimal level and the structure of prices determines company's profit and consequently, its development and competitive position. However in the era of easy access to information and possibility of quick comparison of the prices on the market, it seems to be a challenge to define clients' needs, establish the value of the service, distinct the offer and sale services on the prices higher than competitors. Pricing policy shall also allow the enterprise to gain profits, undertake new investments and develop dynamically. Pricing strategy, the optimal level and structure of services prices might contributes to creation of the brand image and trust level towards particular enterprise. Furthermore, price management is also extremely important in building durable relationships with customers. Adjusting price strategy to unique requirements and price preferences of individual clients as well as creation of the price rate depending on time and intensity of cooperation influence building relationships with clients based on loyalty and sense of attachment, and consequently on reaching competitive advantage on the market.
According to Nagle et al. (2011) , pricing is a "tactical lever to close deals and achieve sales objectives" but is "not simply about calculating the "right" price for the product or service" but it requires "looking beneath the demand curve and to understand and manage the monetary and psychological value that is primary determinant of the purchase decision".
The main objective of the paper was the identification of the determinants of rail transport services' prices. The introduction to the research was the examination of the largest rail operators in Poland and their pricing models.
Price management in transport services
The price is the amount of money that customer has to pay for a product or service (Kotler 1999) . The prices of transport services have the following macroeconomic and microeconomic functions (Koźlak 2007) :
− informative -the client of the service is informed about the value of various transportation services by its price; information about the prices influence the structure and level of demand; − stimulative -price is a tool which stimulates the service providers and consumers of transportation services, to undertaking particular actions; − income determination -prices determine the level of enterprise's financial income; − income redistribution -price is a tool dividing the goods and services as well as shifting the income from one social group to others or to the state budget; − balancing supply and demand -prices can be means of restoring market balance. Invariably, the challenge for all companies is the determination of the level of price that should be associated with the value of the service perceived by the buyers. In economic theory, there are three methods of calculating prices, that might also be applied to transport services (Koźlak 2007; Rokicki 2014 ):
− costs method -the price includes the unit costs incurred by the company to produce services and a price margin (the dominating method), − demand method -the basis for determining the price is an existing or anticipated demand, − method based on competition -price is determined on the basis of price analysis of competing services. Consequently, Nagle et al. (2011) mention value-based (customer-driven) pricing strategy consistent with the necessity to take into consideration market conditions and consumer needs, costplus pricing based on unit cost estimation and share-driven pricing related to competitive conditions analysis. The authors propose the pricing piramide that means five levels of pricing strategy building depending on specifics of each product and market, namely: 1) Value creation, 2) Price structure, 3) Price and value communication, 4) Pricing policy, 5) Price level. According to the Nagle et al. (2011) research, companies that developed and executed valuebased pricing strategies earn 31 percent higher income than companies whose pricing strategies are driven by market share goals or target margins. Literature (Hinterhuber 2008; Töytäri et al. 2015) defines value-based pricing as pricing based on the value that a product or service delivers to a customer (profitable and affecting the company's long-term success approach but very difficult to predict and implement).
According to Sokołowska and Schulz (Sokołowska, Schultz 2014) setting prices by means of only one of the above mentioned methods is not possible -those methods cannot be used independently but complementary since the success of the enterprise on the market depends on price defined on the basis of costs of providing services but with consideration of demand intensity and activities undertaken by competitors.
In the case of rail transport services, the choice of company's pricing strategy should be based not only on costs but also on the results of the analysis of factors such as demand, competition but also government policy in terms of setting prices.
According to the Global Pricing Study 2014 research, current market requirements caused the ability of enterprises to achieve high prices to decrease to the lowest, for 5 years, level which forces on the enterprises to search for new possibilities to generate profit. The preferable option seems to be introduction of innovative products and services but majority of enterprises do not reach the assumed profits, since they neglect key pricing and marketing issues. Low profits, on the other hand, absorb sources for the future development projects which influences the profitability of the company and in a broader perspective their existence on the market (Global Pricing Study 2014).
Researchers like Hinterhuber and Liozu (2014) criticise companies pricing strategies based only on competition-and/or cost-based pricing, and pricing tactics limited only to for example discounting. According to the authors, companies need innovative approach towards pricing, in contrast to treating pricing antagonistic, only as a winlose relationship with customers. Hinterhuber and Liozu (2014) propose a roadmap for introducing innovation in pricing in three main elements: strategy, tactics and organization and suggest that innovation in pricing is possible even without product innovation but product innovation without pricing innovation reduces the possibility for profitability increase. Iveroth et al. (2013) developed model that suggests that company might differentiate by price along five dimensions, named: scope, base, influence, formula and temporal rights. In the authors opinion, pricing should be based on long-term strategic thinking and any agreement between seller and buyer should use one particular price model that can be described through five mentioned dimensions.
Respectively, Shipley and Jobber (2001) suggested the pricing wheel, which can be useful in the process of elaboration pricing policy of enterprises. The authors state that pricing decisions should be flexible, continuous and integrate "the full range of forces that impact pricing effective-ness". Pricing wheel is a concept of multistage process for price management. Generally, the elements of the pricing wheel are as follows: deciding the role of price in the company's marketing strategy, prioritizing pricing objectives, assessing all pricing determinants, deciding about price strategies, selecting pricing methods and implementation, evaluation and price control (Fig. 1) . One of the critical elements of price wheel is assessing all determinants of price. In accordance to that, the authors, selected and described, in their opinion, the most significant pricing determinants in rail transport services. First, the price determinants of the largest rail operators in Poland were examined.
Pricing model used by Polish rail operators
Price management is an important element of the railway enterprise activities, especially when there are many competing companies operating on the market.
According the Office of Rail Transport in Poland there are 66 freight railway operators, licensed in Poland (Website of the Office of Rail Transport in Poland). In fact, the market is dominated by several large enterprises, of which the largest share of the market has PKP Cargo (Fig. 2) .
There are contract and tariff prices used on the market of transport services. Contract prices are the result of customer negotiations with the company and are most often used in road transport and inland waterways. The tariff prices are based on the tariffs, which are provided to the public information in a form of a freight rates' table. They are used in such modes of transport as rail transport, via pipelines and sea transport.
Rail operators
The Apart from the tariff prices, transport companies publish comprehensive information and the rules for the international shipment of goods. In Poland, prices of railway services depend mainly on the distance tariff and the weight of the consignment. Table 1 shows the list of price determinants of the largest rail operators in Poland.
In Poland, transportable calculation is based on the model of "cost plus". Price of the transport service is based on unit costs and price margins (Jaruga et al. 1999) . It is the most common pricing procedure, because such model carried a sense of financial security. Undoubtedly the advantage of this method is its simplicity, the ability to document the agreed price and the fact that such prices reduce the risk of losing the profit (price guarantees to cover the costs and provides the necessary income). But its disadvantage is the fact that the price is based only on costs and ignores external relations for example it does not take into account the influence of consumers and competition. The current pricing systems of railway transport enterprises is simply a linear function of the size of the transshipment and the length of the train route. This model does not take into account qualitative factors, which among other things include the relationship with the customers. The main drawback in the costs method seems to be the possibility to lose assumed profits related to the consideration of clients' opinions and their willingness to use particular service at higher prices. Cost-plus model also does not take into consideration the prices offered by competing companies (Dyhdalewicz 2011) . Moreover, the pricing system does not take into account current market needs.
Determinants of transportation services prices
In authors opinion the cost model of transport should be dynamic and open. The choice of company's pricing strategy should depend on its marketing strategy and should be based not only on costs but also on the results of the analysis of factors such as demand, competition and government policy in terms of setting prices. The model shall be designed on the basis of various factors and requirements.
In literature there are many factors which are identified as determining the costs of transportation (Koźlak 2007; Iveroth et al. 2013; Waniowski 2014) . On the market of transport services, enterprises' pricing strategy depends on many factors, from which the most important are: costs, market factors, state interventions and socio-economic factors (Koźlak 2007) . Figure 3 presents one of examples of identified factors affecting costs of transportation services. Another concept of the set of factors influencing the service prices which may be related to the transportation prices, is the suggestion of Waniowski (2014), elaborated on the basis of Urbany (2000) Work.
The choice of basic price depends mainly on the assumptions made in the enterprise marketing and price strategies, demand, competition and law regulations (Fig. 4) . The group of basic determinants is complemented by other factors such as: the phase in the lifecycle of the product, price perception and instruments related to prices on a particular consumption market as well as price sensibility on a particular non-consumption market.
Taking into consideration sets of price determinants presented above, the authors of the following discourse, made an attempt to introduce them in the context of the rail transport. The authors indicated and described their own determinants of services prices in railway transport (Fig. 5) .
The most significant determinant of each transportation service seems to be the prime costs which predominantly reflects the costs of services production and human resources. In the generic embrace, these are costs of depreciation, materials and energy usage, salaries, insurance, taxes, fees, external services and the remaining costs. Basic categories of costs in transportation enterprises are: the costs of covering maintenance and exploitation of transport infrastructure, the cost of exploitation and maintenance of transport means (employment costs as well as transport infrastructure maintenance) (Bronk 2015) . The prime costs incurred for production of transportation service shall simultaneously indicate the minimal price of the transportation service which constitutes a starting point in the process of indicating the final price. Its final level shall oscillate in, so called, acceptable price range which is heavily reliant to various groups of factors, classified as follows:
− transportation enterprise, − customer, − market, − competition. The second group of factors influencing the transportation price constitute factors related to functioning of the transportation enterprise. The pricing strategy shall be dependent on, inter alia, business purpose of a company what may be reflected in the plan of profit increase from the service sales, market penetration, rate of return from a chosen group of clients or introduction of a new transport services on the market. Crucial seems to be price and marketing strategy. In order to generate maximum sales rate and simultaneously penetrate the market, the transportation business will decide to use the strategy of low prices. However, if the company aims to increase the rate of return and improvement of the position on the market, its managers will decide to implement the high prices strategy. Through the implementation of the neutral prices strategy, close to the average level on the market, the carries will be forced to compete on the market by means of other marketing mix tools (service, place, promotion). What is more, the exemplary solution would be to elaborate price strategy with precisely defined pricing model which would integrate three types of price policies: − policy oriented on costs (income from sales of services shall cover total costs of conducted business activity and generate profit), − policy oriented on competition (price shall be determined by the prices set by competitive companies), − policy oriented on demand (price shall be adjusted to the market conditions in order to balance demand and supply). Observing the price model, also the relationship with the client shall be taken into consideration. Price of transportation services shall be flexible, determined by the factors such as: customer loyalty/long-term cooperation, new client, client of key importance. Strategy of prices discrimination for cargo transportation shall also embrace: − nature of transportation (compact or distributed), − client localization, − frequency of ordered services, − number of ordered services, − size of a single contract, − due date, − time of the transportation service realization, − seasonality, − speed of the transportation service realization. In the process of forming prices of transportation services, the significant role falls to psychology of clients' behaviors. The enterprise willing to understand clients' behavior and their tendency to accept new price will be able to make proper decision related to price. Therefore, it seems to be important to establish the value of provided services perceived by the client and then skillfully use acquired information. As Antonowicz (2014) notices, identification and monitoring of consumer value constitute marketing innovation in the transportation field (Fig. 6) . Identification of the service value from the client perspective may also provide the foundation to introduce market segmentation. On the basis of which there is a possibility of process personalization and classification of clients in terms of price sensitivity and positioning offers of transportation services. The innovative solution can be based, for example, on the process of services value creation with the participation of customers what is connected with so called prosuments approach.
The subsequent group of transportation services price determinants covers factors related to market. The rate of transportation services prices shall be adjusted to current market needs. The important role here is played by the price elasticity demand, the knowledge of which allows to forecast the reaction of the demand on the prices change. In case of extensive price elasticity demand, the manufacturer of transportation services shall not raise the price for offered services. It could lead to the decrease of the demand for cargo transportation and result in the decrease of company's income. Whereas, low value of a mentioned indicator could be considered as prerequisite of price raise.
The prices rate of transportation services shall also depend on the number of business entities offering the same type of services -number of companies with similar competitive position and market share. Price policy shall take into consideration the results of benchmarking, that means it shall be based on the results of the comparative analysis of the prices height and pricing strategy set by competition. Moreover, also the identification of the perception of the quality of the transportation services by the clients, compared to competition, seems to be of crucial importance. It is suggested to create, so called, services perception maps which reflect means of perception by the clients of a particular company and competition operating on the same market sector (Czubała et al. 2006) . The maps may constitute the basis of the enterprise price policy. Moreover, according to Bondos (2015) companies should strive to reduce the consumers price sensitivity by identifying elements of their offer, that are significantly distinguish it from the proposals of market competitors. In other words, the attention of consumers should be focused on the value of the services provided that are characteristic for particular transportation company (Bertini, Wathieu 2010) . Thanks to such approach the enterprises would be able to stand out on the market, gain profits and develop dynamically.
Conclusions
In the modern reality, most of the enterprises used the profitability growth potential coming from traditional costs optimization. Contrary, the majority of costs constantly raise and the companies frequently lose the possibility to base their business models on low costs base. The starting point from such a situation seems to be correct pricing strategy. Pricing strategy should be one of the most important key to the success of each business. According to Piercy et al. "pricing should move from being a simple tactical tool into being a strategic tool" (Piercy et al. 2010) . It could change customer's behaviour as well as bring new market opportunities, so it should be treated as powerful tool to improve customers satisfaction and company's profitability.
Establishing of optimal level and price structure does not seem to be an easy task. However, innovation in pricing may be a company's most but also in many cases least explored source of competitive advantage (Hinterhuber, Liozu 2014) .
The process of constructing the optimal pricing strategy requires, inter alia, a team of qualified experts who will be analysing the current market situation (Hawlena 2011) .
In authors opinion, one of the most important stages, the starting point in the pricing strategy setting process is the identification of the determinants of transport services price. In the article, five groups of the determinants of transport services price were introduced. According to the research results, the main price determinants should be related to the prime costs, the basis costs of transportation enterprise functioning, the customer needs, the market and the competition analysis. In addition, the reference solution would be to develop a pricing strategy with precisely defined pricing model, which should integrate three types of price policies: oriented on costs, oriented on competition and oriented on demand.
The transportation enterprise should also develop the segmentation and positioning strategy and use it in the process of construction of pricing model. It would be the remarkably innovative approach in the pricing in railway cargo transport, especially in Poland. The results of the conducted analysis show that currently in Poland, rail operators use the "cost plus" pricing model. Price of the transport service is based on unit costs and price margins and ignores external relations for example the influence of consumers and competition of prices.
In the pricing policy, the system of monitoring of pricing strategy is also very important. It should be based on the analysis of so-called break-even point (BEP) and the analisis of the dependence between quantity and price, as well as between price and the length of the route. Moreover, the enterprise should elaborate the recommendations for carrying out changes in the company's image and base provided services creation on the value perceived by clients.
In the future, the authors are planning to develop dynamic pricing model dedicated to railway transport, which will shape the prices in real time. It will be differentiating prices according to presented determinants of prices.
